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SSM Sales Aids can be used in different ways: 



DIALOGUE: To structure or guide a dialog with 
a customer 



PLAN: To help the seller plan an effective 
customer interaction 


DOCUMENT: To document desired business 
outcomes for the customer 



If you would like to learn more about the Signature Selling Method or 
obtain sales aids templates or examples, reference: 

w3-3.ibm.com/sales/compass/learning/sigselOO/content 







Introduction to SSM 


The IBM Signature Selling Method (SSM) is the way we sell; how we 
plan for, execute, and manage sales opportunities; and how we interact 
with customers. 

The seven logical SSM steps are aligned with the customer's buying 
steps. The verifiable outcome for each step provides sellers with a refer¬ 
ence point to know where they are in the selling process. The SSM sales 
aids and techniques help the seller align with the customer and advance 
the sale. 

SSM benefits us-increasing the speed, quality, and volume of opportuni- 
ties-because it benefits our customers. SSM shifts our focus to our cus¬ 
tomer’s buying needs, helps us align with the customer where they are 
in their buying process, and helps the customer make better, more 
informed buying decisions, thereby advancing the sale. 




SSM and You 
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SSM Is a Buyer-Focused Process 


CUSTOMER BUYING STEPS 

1 2 3 4 5 6 7 



SIGNATURE SELLING 


METHOD 


(SSM) 


STEPS 




































SSM Benefits the Customer, IBM, and You 


Customers 

see Team IBM: 

Which results in you and 

Team IBM seeing: 

► Aligning with them 

► Speed in the sales cycle by 
spending time with the right 

i ► Panning before executing 

customer on the right issues 
► Speed to engage/disengage with 

1 ► Delivering business value 

the right resources 

► Higher quality and more volume 
in the pipeline 

► Selling total solutions 

► Higher win rate due to added 
differentiation and broader value 
proposition 


4 



Step 1 
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SSM Step 1 


When the customer is: 

Relationship reps 


/ill be successful 
i we achieve this 

Which can be 

verified by: 


woooood 


Evaluating the Business Environment 


■ Research customer’s industry, competitors, and business directior 

■ Understand customer's technology and financing preferences 

■ Prioritize among existing IBM opportunities 

■ Create relationship and coverage strategies 

. Develop thought leadership strategies for Team IBM 


■ Thought leadership focus areas mutually identified 


SSM Benefits the Customer, IBM, and You 


Customers see 
Team IBM: 


► Aligning with them 


► Planning before 
executing 


► Delivering business 
value 


► Selling total 
solutions 


Step 1: 

► Align account plans to 
customer priorities 

► Validate account plan* 


Map customer 
business initiatives to 
IBM priorities* 

Research customer 
and industry to identify 
thought leadership 
opportunities* 


Which results in you 
and Team IBM 
seeing: 

► Speed in the sales cycle by 
spending time with the right 
customer on the right 
issues 

► Speed to engage/ 
disengage with the right 
resources 

► Higher quality and more 
volume in the pipeline 

► Higher win rate due to 
added differentiation and 
broader value proposition 


‘Evidence of Verifiable Outcomes 














What Is It? 

The Strategic Alignment Model (SAM) is a graphical depiction of a cus¬ 
tomer’s business focus for the next 18 to 36 months, coupled with a percep¬ 
tion of how information technology (IT) is supporting that focus. 


Why Is It Used? 

SAM engages business executives in dialogue that helps Team IBM: 

• Understand the company’s relative position in the industry 

• Discover the company’s strategic business direction for the next 18 to 
24 months (revenue or cost focus) 

• Understand the executive’s perception on how IT is supporting the 
organization’s strategic business direction 
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SAM ensures Team IBM is aligning selling activities with the cus¬ 
tomer’s business priorities. 


How Is It Used? 

• As an informal “pencil sell” technique for gathering information 

• As a way to summarize a customer meeting 

• During account planning sessions to give Team IBM a common 
understanding of the customer’s business directions 

What Input Is Required? 

Sam Requires a customer executive (IT and non-IT) dialogue or a IBM 
team dialogue. 

When Is It Used? 

SAM is created in step 1. 


Key Points to Remember: 

• SAM is a “quick and clean” sales aid. Do not try to make it into a 
sophisticated analysis tool. 

• For public sector accounts where revenue is equal to a budget allo¬ 
cation only, substitute “services” for the “revenue” axis. 

• When using SAM over the telephone, suggest a scale of 1 to 10 for 
each axis to establish point Bl. 

Related Sales Aids: 

Business Initiatives, TIM 
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What Is It? 

The Tactical Impact Model (TIM) is used to: 

• Further the dialogue started with the Strategic Alignment Model 
(SAM) 

• Discover how an organization will achieve its revenue and cost objec¬ 
tives 


Why Is It Used? 

• To identify the organization's business initiatives for revenue and costs 

• To discover thought leadership opportunities (especially e-business) 
for Team IBM when a customer does not have sufficient plans to 
achieve its cost reduction or revenue-enhancement targets 
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How Is It Used? 

• As a follow-on to SAM that adds details to the B1 or B2 lines 

• As an informal "pencil sell" technique for gathering information 

• To summarize a customer meeting 

• To help Team IBM gain a common understanding during account 
planning sessions of the customer's business priorities and identify 
thought leadership opportunities 

What Input Is Required? 

Results from SAM plus customer business executive dialogue 

When Is It Used? 

TIM is primarily used in step 1. 


Key Points to Remember: 

• Do not try to chart business initiatives during a customer interaction. 
Instead, listen for sound bytes that can be organized later. 

• At a minimum, prioritize the business initiatives and quantify them 
when possible. 

Related Sales Aids: 

Business Initiatives, SAM 

11 





























What Is It? 

The Business Initiatives aid is a structured way to articulate an enterprise’s 
response to business drivers. Business initiatives are expressed as expected 
business outcomes by planned business actions. Generally, they represent 
the 8 to 12 top revenue-increasing and cost-reduction business priorities for 
the next 18 to 36 months. 
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Why Is It Used? 

• To have a consistent way to communicate a customer’s prioritized 
business plans across Team IBM 

• To establish a foundation for bridging from business activities to 
information technology solutions and Team IBM projects 

• To minimize surprises late in the sales cycle when project funding 
can be reprioritized 


How Is It Used? 

• To organize and communicate information gathered using the Tacti¬ 
cal Impact Model (TIM). 

• During Team IBM account planning session, business initiatives 
ensure IBM projects are bridges to customer priorities. 


What Input Is Required? 

• Core and extended team knowledge 

• Customer business executive validation 

• Public sources like letters to stockholders, annual reports and Web 
sites 


When Is It Used? 

Business initiatives are started in step 1 and validated and updated 
throughout the sales process. 


Key Points to Remember: 

The best way to ensure a thorough understanding of business initiatives is 
to gather information from multiple sources within the organization and to 
validate the summarized business initiatives with top executives. 

Related Sales Aids: 

Opportunity Assessment, Pain Sheet, Pain Chain, SAM, TIM 
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Business Initiative Examples 



Revenue-Oriented 
Business Initiative 

Cost-Oriented 

Business Initiative 

Expand geographic penetra¬ 
tion BY entering emerging 
markets 

Increase ability to focus on core 
competencies BY outsourcing non¬ 
core activities 


Increase market awareness BY 
focused advertising of branded 
products to targeted markets 

Increase buying leverage BY consol¬ 
idating divisional purchasing con¬ 
trol against standard list of suppliers 

Increase customer loyalty BY 
quickly introducing innovative 
new products and services 

Increase efficiency of store opera¬ 
tions BY reengineering the receiving 
process 


Expand customer base BY 
electrification of 10,000 addi¬ 
tional households 

Improve business control and effi¬ 
ciencies BY consolidation of 
regional facilities 

Increase non-U. S. student 
enrollments BY enhancing the 
foreign alumni program 

Increase production efficiencies BY 
modernizing existing plants and 
opening new ones 

Attract new customers and fur¬ 
ther penetrate existing cus¬ 
tomer base BY introducing 
new financial products 

Minimize tax impact BY relocating 
corporate headquarters 

Increase customer loyalty BY 
implementing a customer 
reward program 

Increase efficiency and effective¬ 
ness of staff BY reducing training 
time 

Expand business outside Swit¬ 
zerland BY forming joint ven¬ 
tures and acquiring stakes in 
foreign operations 

Improve supply chain efficiency BY 
establishing close relationships with 
fewer suppliers 

Increase “wallet share” in 
existing customer base BY 
implementing cross-selling to 
the most profitable customers 

Improve optician productivity BY 
implementing best practice pro¬ 
cesses 
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e-business Opportunity Mining 


Use the e-business Opportunity Mining tool, on Sales Compass, to iden¬ 
tify e-business opportunities using SSM. More information can be 
found at: 

http://w3-3.ibm.com/sales/compass/emining/index.html 
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>logy Pre 



Technology Preferences 




Preferences 




■ Huy vs. build when possible 

■ Rapid prototyping for e-business 
applications 

■ Allow business units to select within 
established guidelines 

Applications 

■ Windows Office Suite 

■ MS Exchange in selected business 

■ PeopleSofi in HR 

■ Oracle Financials 

■ Intranet pull technologies 

■ Migration off mainframes 

• TCP/IP 

■ CAD for engineering 

■ Proven technology, not the latest 

Systems & 
Networks 

■ Netscape browser 

■ Sun, Compaq servers 

■ IBM, Toshiba laptops 

■ Oracle DB 

■ Bull mainframes 

■ Cisco networks 

■ RS/6000 mfg's and plant floor 

■ Centralized cusomert service support 

■ Automated operations 

Systems 

Management 

■ CA tool set in Mainframes 

■ SMS on desktops 

■ Train our own people when possible 

■ Selected Boutique Consulting for Web 

Consulting and 

■ Cap Gemini for integration 

■ E&Y for e-business strategy 
consulting 

■ IBM for mfg. integration 


What Is It? 

The Technology Preferences chart organizes and documents customer, ter¬ 
ritory, and segment preferences (generic and specific) for each part of the 
Integrated Solution Concept. 


Why Is It Used? 

• To have a consistent way to document and communicate customer 
information across Team IBM 

• To understand the potential fit of information technology (IT) solu¬ 
tions that will be proposed later in the selling process 
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How Is It Used? 

Team IBM should arrange to interview the CIO or senior-level execu¬ 
tive of the customer's IT organization. During the interview, present the 
Integrated Solution Concept and determine the generic and specific 
preferences in each category. Additionally, the Technology Preferences 
chart can help Team IBM: 

• Make engage/disengage decisions 

• Review IBM options to determine what is the best fit with the cus¬ 
tomer’s current IT preferences 

• Identify where the customer is currently making IT expenditures 

What Input Is Required? 

• IT executive dialogue 

• Customer documents (standards, architecture strategy, and so on) 

• Core team and extended team knowledge of the IT organization 


When Is It Used? 

Technology Preferences are identified in step 1 and used in later steps. 


Key Points to Remember: 

• Be sure to include preferences from other executives who can influ¬ 
ence the buying decision. 

• Current technology preferences might not reflect what is installed. For 
example, the customer might be moving away from a particular sup¬ 
plier or architecture. 

Related Sales Aids: 

Integrated Solution Concept, Solution Blueprint, Opportunity 

Assessment 
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Step 2 
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SSM Step 2 


When the customer is: 

Relationship reps / 
Opportunity identifiers 

lead these activities: 


We will be successful when 
we achieve this outcome: 


Which can be 

verified by: 


And should be reflected 
internally by: 


□■□oaoo 



Developing Business Strategy and Initiatives 


■ Initiate dialogue to diagnose business needs 

■ Move thought leadership ideas to potential IBM opportunities 

■ Assess customer's compelling reason to act 

■ Create an initial opportunity plan or choose to disengage 

Customer-demonstrated interest in working with 
Team IBM 

■ Customer-validated account/opportunity plan (key elements) 

■ Successful thought leadership dialogue with customer 

■ Customer-acknowledged compelling reason to act 

■ Potential customer sponsor identified and engaged 

EZI Sell cycle = Identified (created) 

■ Initial opportunity plan which includes an Opportunity Assessment 

■ Updated account plan _ 
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SSM Benefits the Customer, IBM, and You 


Customers see 
Team IBM: 


► Aligning with them 


Planning before 
executing 


Selling total 
solutions 


Step 2: 

► Align with potential 
sponsor* 

► Create initial Opportunity 
Plan* 


Identfy customer pain 
and compelling reason 
to act* 


Conduct thought 
leadership dialogue 
with customer* 



Which results in you 
and Team IBM 
seeing: 

► Speed in the sales cycle by 
spending time with the right 
customer on the right issues 

► Speed to engage / 
disengage with the right 
resources 

► Higher quality and more 
volume in the pipeline 


Higher win rate due to 
added differentiation and 
broader value proposition 


•Evidence of Verifiable Outcomes 












What Is It? 

A visual way to list the problems or "pains" affecting various management 
levels within a company in a cause-and-effect manner. Through the Pain 
Chain, the seller depicts the problems the customer is experiencing, some 
of the reasons for the pain, and how these problems affect other areas of the 
company. 


Why Is It Used? 

• Demonstrates the seller's understanding of the customer 

• Identifies critical business issues (CBI) and reasons 
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• Demonstrates the organizational impact of the CBIs on the customer 

• Identifies potential power sponsors 


How Is It Used? 

• Document and communicate customer information across Team 
IBM 

• Potentially broaden solutions or create IBM competitive advantage 
by including pains of other individuals in the opportunity scope 

• Identify potential power sponsors for an opportunity 

• Strengthen proposal by showing the organizational impact of IBM 
solutions on the customer’s business 

What Input Is Required? 

• Key Player List 

• Results of questions asked in the impact column of the 9-Block 
Model 

• Account and industry knowledge 


When Is It Used? 

This sales aid is created and used in steps 1 or 2, and it is updated in 
steps 3 and 4. 


Key Points to Remember: 

• The Pain Chain is a work in progress and should be updated/validated 
periodically to reflect new information. 

• With each series of calls on new people in the organization, the seller 
can validate assumptions about the buyer’s needs and pain. 

• Review the Pain Chain before calls, especially if a long period has 
lapsed between calls. 

• There should be a correlation between the pains of key players in the 
account and the business initiatives. 

Related Sales Aids: 

Key Players List, 9-Block Model, Business Initiatives 
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lity As 



What Is It? 

A series of 22 topics and questions organized to help assess opportunities. 
The primary questions that the assessment helps address are: 
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• Is there an opportunity? 

• Can we compete? 

• Can we win? 

• Is it worth winning? 


Why Is It Used? 

To make informed choices about which opportunities to engage in or 
disengage from: 

• As a seller looking across a territory 

• As a manager looking across a unit 

• As an executive looking across a business unit or negotiating with 
other business units 

• To provide insight into choosing a competitive strategy for the 
opportunity 


How Is It Used? 

Answer each question on the Opportunity Assessment with: 

• “+” if the information is known and favorable to IBM (competitor) 

• if the information is known and unfavorable to IBM (competi¬ 
tor) 

• “?” if the information is unknown 


The Opportunity Assessment is used: 

• As an initial assessment of opportunities to make engagement deci¬ 
sions 

• As an ongoing record of key information that is discovered during the 
selling process to make disengagement decisions 

• To analyze wins and losses (where and why did Team IBM not have 
accurate information?) 

• As a common framework for Team IBM to debate resource allocations 


What Input Is Required? 

Information about: 

• The account 

• The competition 

• IBM’s capabilities 
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Opportunity Ass 























































































































































































lity Ass 


When Is It Used? 

This sales aid can be initiated in step 2 and used throughout the remain¬ 
der of the selling steps. 


Key Points to Remember: 

• This is not a scientific sales aid that automatically generates an 
engage/disengage decision based on the number of + and - 
responses. It helps identify the information Team IBM needs to 
make an informed decision. 

• Like all sales aids, the Opportunity Assessment should be used 
only when appropriate. It might not be necessary to complete the 
form for small transactions, but the questions form a useful mental 
model. 

Related Sales Aids: 

All 
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How to Know if There Is an Opportunity? 

The following charts identify critical questions that address the viability 
of opportunities. 


Is There an Opportunity? 


#1 

Customers Business 

«What are the customers business initialives as they neiate to this 
project? 

What are the customers key issues and objectives for the project? 

Who initiated the project? VtfiotMlI be working on the project? 

. How does this project link to the customers business initiatives? 

#2 

Customers Business / 

Market Profile 

• What are the customers products and services? 

What are its key markets? 

. Who ate its key customers and competitors? 

# What is driving the customers business internally and externally? 

#3 

Customers Financial 
Condition 

What are the customers revenue and profit trends? 

. Hew do its financials compare to similar companies? 

What is its financial outlook? 

What are the customers key performance metrics? 

M 

Access to Funds 

. What is the budget for this project? 

What is the customers budgeting process? 

» What is the priority of this project compared to others? 

What are the customers alternative uses of capital? 

#5 

Compelling Reason 
to Act 

Why does the customer have to act? 

. Wet is the dead line tor the customer to make a decision? 

. Wet is the payback for the customer if the project is completed on 
time? 

* Wet will be the measurable impact on the customers business? 
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Can We Compete? 

#6 

Formal 

Decisjon-Makrg 

Vthat are the customers decision criteria? 

Which decision criteria are most important? Why? 

Whoformdated the decision criteria? 

#7 

Solution Fit- 

Hcwwell does oir solution address the customer's business initiatives? 

What does the customer think? 

What modfications or enhancements will be reqiiied? 

What external resouces do we need to mBet the customer's reqiirements? 

#8 

Solution Fit 
rr Preferences 

• Hcwvuell does OLrtechnology solution interface with the customer’s current 
fT preferences? 

Have we developed a total solution that includes the Integrated Solution 
Concept? 

Does oir IT solution solve the customer's problem? Whd does the customer 
think? 

Whd adcftional modfications or enhancements will be required? 

• Do we need ary external resources to meet (he customer's reqiiemerts? 

#9 

Resottce/Capatailrty 

Requremerts 

How much time will the sales team need to invest on this opportunity? 

What additional internal or external resouces and capabilities will you 
need to win tiiis opportunity? 

What is the projected cost of sales? 

What is the opportunity cost? 

#10 

Unique Business Value 

What is the specific or measuable business result that we will deliver? 

How does the customer detine value? Howwll they measure it? 

How have we quantified this value n the customer's terms? 

How does this value differentiate us from or competitors? 

#11 

Orient Customer 
Relationship 

What is the status of your relationship with the customer? 

What is the status of each competitor's relationship with the customer? 

Whose relationship provides competitive advantage fto this opportunity? 

How do you and each of you - competitors compere to the customer's view 
of the ideal relationship? 
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GanVteWi? 


#12 


Access to Pcwer 


■ Whahihecuslcma’sorgariizalianwafeustowi? 

■ WhdhaveiheydoretoixicalBlhersipport? 

■ AefieywiigandadetoalonyoLrbehalf? 

■ ls1h^peisairpcjfls?ODLJdthapeisonheclelheda5apme-sponscr? 

■ Ha^vreoeatedasponscrfelferandievB/redtvvithlhaperscn? 


#13 


#14 

Informal 

Dedsion-Wbking 


Does ihe custom-ha^abi^ vision tor this opportLnily? 
Dowelhorougty understand Ihe custom's biying vision? 

□d we he£ crdt that buyhg usion? 

Ae we aligned wth Ihe custom’s biying vision far this opporirily? 


ttw will the decision really be made? 

VW irtengble, siiojeclive factors oould aflect this decision? 
VW aie Ihe instoed issues? 



#15 

Political Aligmert 


■ WhDaethemcdpcwsrWpeopfenuolusdhthisdecision? 

■ Doheywartustowin? Wfy? 

■ Aretheyatfetohlluerraorchangelhecledsioncrileria? 

Ihe past? 


#16 

QJtual 

Carpftibilrty 


■ Whd is the custom's aitoe? 

■ HavcbesthisoorTpaewthou-aarrpery? 

■ Canwea^ustcradapl? Dowewartto? 


#17 


H»e we oeded an Bdualion Plan tr this opportunity? 

H»e we i&e/ved ihe Evaluation Plan wih cur newer socnso? 
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IsKVNfcrthVNftravf? 


#18 

Shcrt-Term 

Whet is the older amort? 

Does it exceed on* threshold? >$ 

When will it dose? 

Is it withrioir tire frame? <_cfys 

#19 

FulueRa/enue 

Whd is the potential tbrlutuie bushess within the next year? W/thii 
the next three years? 

Does it exceed cur thresholds? 

How is this project or applicdion friked to future revenue? Hae we 
considered al the e-business potential associated with this custorna'? 

• Hot will you ereue customer promises become ccrrrritmarls? 

#20 

Profitability 

Wlhat is the projected profit on this sales opportunity? 

Does it exceed ou- profit threshold? 

W/hat inpact wi cisoouils have on proftabily? 

Hot cm we innprorre the proftabily m this opportunity? 

#21 

Degee of Risk 

HOTCodd we cause ou solution to fai? 

W/het are the critical dependencies in defvering value to the custiorrra? 
HOTOodd the customer cause ou - solution to fail? 

What is the irpad an ar business if the solution fels? 

#22 

Strategc Value 

\Ntet is the value of this oppotfmly to us beyond the revenue? 

Hot rines this opportunity fit rroir business plan? 

Hot can we leverage this opporfutiy into revenue tram other 
corrperies or markets? 

Houvwill this opportunity help us rrporeou product or service? 
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What Is It? 

A framework for selecting and implementing one of five possible competi¬ 
tive strategies for an opportunity. 

Why Is It Used? 

• To maximize the odds of winning an opportunity by choosing the best 
strategy for a particular situation 

• To ensure Team IBM has a common approach to defeat competition 
and is not operating at cross purposes 
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How Is It Used? 

• The competitive strategy can be selected by an individual or Team 
IBM, depending on the size and complexity of the opportunity. 

• Follow the series of questions in the flowchart to arrive at the appro¬ 
priate strategy. If an attack strategy is not possible, then a position 
strategy might be appropriate. Further analysis might suggest one 
of the strategy variations. 

• A competitive strategy should only be selected when there is suffi¬ 
cient information available to make a wise choice. 


o 

I 

l 


What Input Is Required? 

A complete opportunity assessment that provides information on the 
opportunity, the customer, and the competition. 


When Is It Used? 

Competitive strategies are developed and used throughout the sales pro¬ 
cess. They are commonly initiated in steps 2 or 3 and used with Team 
IBM in steps 3, 4, and 5. 


Key Points to Remember: 

• Review the caveats in the Competitive Strategies table to ensure the 
selected strategy is capable of being implemented. 

• After it is selected, the competitive strategy should not be altered 
unless there is a significant change in the situation (such as customer 
personnel changes, new product announcements, and so on). 

• Ensure the tactics developed are supportive of the strategy (for 
instance if using frontal, create an evaluation plan that has a short 
duration). 

Related Sales Aids: 

Opportunity Assessment, Evaluation Plan, Preliminary Solution, 

9-Block Model 
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Summary 
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Where to Focus? 

The remaining tools in step 3 focus on stimulating the client’s interest. 
Before reading about the tools, take a moment to ensure that your 
efforts are focused on the right people and the right activities. 


Filling the Pipeline 
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Key Playe 



What Is It? 

The Key Players List is a listing by industry of important titles and highly 
likely Critical Business Issues (CBI) or “Pain.” 

Why Is It Used? 

• To increase seller productivity by providing a starting point for gener¬ 
ating interest in an account 

• To leverage customer executive issues in different industries 

• To identify potential power sponsors for opportunities 

How Is It Used? 

• To decide who to call on within an account 

• To prepare questions and topics for a call 
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To identify other individuals within an organization who might be 
impacted by a pain (Box 12 of the 9-Block Model and Pain Sheet) 
To build a Pain Chain for an account 


What Input Is Required? 

Research, industry knowledge. 


When Is It Used? 

The Key Players List is created from information gathered in step 1. 
is used primarily in executing steps 2 and 3. 


It 


Key Points to Remember: 

• The Key Players List shows a generic list of titles and pains by indus¬ 
try; they are not customer-specific. Always validate the applicability 
to your customer. 

• Some business units might want to customize this tool. 


Related Sales Aids: 

9-Block Model, Business Development Prompter, Pain Sheet, Pain Chain, 
Business Initiatives, Reference Story 
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Business Development 
Prompter 


Example 


This is Maria Sanchez with IBM. (We have not spoken before 
but) we have been working with companies in the 

electronic manufacturing industry for (the last) many 
years. One of the chief concerns we are hearing lately from other 
Sales and Marketing Executives is their frustration with eroding 
market share . We have been able to help our customers address 
this issue in /act one customor irnprovod mBrkot shdFB by 7% 

Would you be interested in how we helped them? 


What Is It? 

A short development prompter designed to stimulate a prospect’s interest 
by describing how Team IBM can help the customer address critical busi¬ 
ness issues. 

Why Is It Used? 

• To generate interest in working with Team IBM 

• To create sufficient curiosity in the prospect to warrant additional 
conversations with the seller 

How Is It Used? 

This aid should be developed and practiced as a “prompter,” not as a 
word-for-word script. It can be used face-to-face or over the telephone. 

It should be written for a specific title and pain. 
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What Input Is Required? 

• Review of the Key Player List (KPL) 

• Reference stories 

• Market research 


When Is It Used? 

The Business Development Prompter is created and used primarily in 
step 2. 


u 


Key Points to Remember: 

• Research shows that you have 20 to 30 seconds to capture a prospect’s 
attention. The example Business Development Prompter was created 
with that in mind. 

• The purpose of the Business Development Prompter is to create curi¬ 
osity only, not to sell a solution. 

Related Sales Aids: 

Key Players List, Reference Story 
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What Is It? 

A short summary of a successful installation or engagement. Using a con¬ 
sistent format, it describes a critical business issue, vision of a solution, and 
the measurable results achieved by a similar customer. 

Why Is It Used? 

• To stimulate interest in working with Team IBM 

• To help the seller gain credibility with the prospect 

• To help the prospect admit pain 

• To leverage IBM’s past success 
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How Is It Used? 

Prepare using the format, draw information from successful opportunity, 
and place into template. Use verbally with prospect to: 

• Build credibility; get pain admitted 

• Can be crafted from information available in the reference database 
or from other successes 

• Use verbally with the prospect either face-to-face or over the tele¬ 
phone 


What Input Is Required? 

Specific information from previous successes: Title, Pain, Reasons for 
Pain, Vision of a Solution, and Quantifiable Results. 
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When Is It Used? 

The Reference Story is used in step 2, but it can be created in step 7. It 
might also be referred to in steps 3 and 4. 


Key Points to Remember: 

• Reference stories should be written for a specific person and a specific 
pain. They should not be generic. 

• One successful implementation can be used to create multiple refer¬ 
ence stories. 

Related Sales Aids: 

Business Development Prompter, Key Player List, Value Statement 
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"We believe Homebody Electronics should be able to 
decrease its engineering design costs of new product 
development by 15% 

(valued at over USD 1 million annually) 
through the ability for designers to collaborate globally on 
design and development projects as a result of implementing 
an IBM-accelerated product development capability." 


Assumptions 

■ Global electronics manufacturing company with sales of USD 2.6 
billion 

■ Global design staff of 45 senior engineers 

■ Average burdened salary rate of USD 156,000 annually 

■ Savings range of 10% to 25% (from Product Design Manager 
Market analysis) -chose 15% for analysis 


What Is It? 

A concise statement that uses results from a previous successful engage¬ 
ment to project potential value to a prospective customer facing a similar 
situation. 

Why Is It Used? 

• To stimulate interest in working with Team IBM 

• To create curiosity with a prospect 

• To help a prospect admit pain 

How Is It Used? 

Quantified, measured results from a successful installation are extrapo¬ 
lated to the prospect opportunity. The extrapolation uses available infor¬ 
mation about the prospect account without engaging in extensive 
research. 
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What Input Is Required? 

Success stories, reference database, market research, account research 


When Is It Used? 

The Value Statement is created in step 2. It can be used in step 3 and 
refined in steps 4 and 5. 


Key Points to Remember: 

• Be careful to position Value Statements. They should create curiosity 
within the customer to further explore possibilities. They are not Team 
IBM promises to the customer. 

• Some minor modification to this sales aid might be required by Busi¬ 
ness Units. 

Related Sales Aids: 

Preliminary Solution, Reference Story 
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SSM Step 3 




When the customer is: 

Relationship reps / 
Opportunity identifiers 

lead these activities: 


We will be successful 
when we achieve this 
outcome: 
Which can be 

verified by: 


And should be reflected 
internally by: 



■ Business Initiatives and requirements confirmed 

■ Customer buying vision developed and/or influenced 

■ Initial Conditions of Satisfaction agreed with customer 

H Sell cycle = Validated 

0 Updated win odds in the opportunity management system to reflect 
forecast decision 

■ Updated opportunity plan 

0 Indicates Worldwide Standard 


SSM Benefits the Customer, IBM, and You 


Customers see 
Team IBM: 


Planning before 
executing 


■ Delivering business 


• Selling total 
solutions 



Which results in 
you and Team IBM 
seeing: 

- Speed in the sales cycle by 
spending time with the right 
customer on the right issues 

* Speed to engage / 
disengage with the right 
resources 

- Higher quality and more 
volume in the pipeline 


Higher win rate due to 
added differentiation and 
broader value proposition 


Sell Cycle = Validated 
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Identifying Influence 


Who defines and creates it? Who has been successful in the past? 

Who delivers it? . Who gets the new key assignments? 



Who can change it? 


Who do they go to for advice? 


What Is It? 

This tool provides questions that help salespeople identify the individuals 
inside an organization who have influence. The questions are grouped into 
four categories that provide the “comer pieces of the influence puzzle”: 
Business Value, Philosophy and Policy, Track Record, and Partisans and 
Allies. 
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Why Is It Used? 

For a given opportunity, the Identifying Influence tool helps Team IBM 
determine an organization's: 

• Political structure 

• Inner circle 

• Lines of influence 

It can help determine or validate if a person is a Power Sponsor. 


How Is It Used? 

Because customers do not carry business cards that declare whether 
they are important, sellers must discover this information through indi¬ 
rect means. These questions are used as general guidelines. The seller 
studies these questions and frames them as appropriate during customer 
dialogue. 





What Input Is Required? 

• Customer dialogue 

• Input from other Team IBM members 


When Is It Used? 

The influence questions are most useful during step 3, but they serve as 
a validation technique during steps 4 and 5. 


Key Points to Remember: 

When determining influence, triangulate information from multiple 
sources to develop an accurate picture of influence within an organization. 
Influence can change over time and can differ from opportunity to opportu¬ 
nity within the same organization. Validate earlier conclusions. 

Related Sales Aids: 

Organization Map 
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What Is It? 

The Organization Map is a graphical representation of the formal and infor¬ 
mal (political) structure of the customer organization, showing: 

• Rank/influence 

• Formal roles in the buying process 

• Adaptability to change 

• Coverage (time spent with each key player) 

• Relationship status of customer with seller 

Why Is It Used? 

• Helps Team IBM focus on the right issues with the right people for an 
opportunity 

• Communicates and saves information about the customer and the 
opportunity 
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• Helps identify Power Sponsors for an opportunity 

• Helps sellers develop competitive strategies and tactics 


How Is It Used? 

The seller superimposes the informal buying process for an opportunity 
on the formal organization chart to note the following: 

• The inner circle and political structure (groups) 

• Lines of influence (individual to individual) 

• Adaptability to change (individual) 

• Formal role in the buying process (individual) 

• Relationship status with seller (individual) 

• Coverage (individual) 


What Input Is Required? 

• Customer documentation 

• Influence questions 

• Team’s knowledge of key players 


When Is It Used? 

Portions of the Organization Map might be completed in step 1. It is 
refined for each opportunity in steps 2 and 3 and used in steps 4 and 5. 


Key Points to Remember: 

Power Sponsors for opportunities are typically found in the inner circle. 
The political structure and inner circle might shift from opportunity to 
opportunity. 

Related Sales Aids: 

Key Players List, Influence Questions 
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Using the Organization Map 


Developing an Organization Map is a seven step iterative process. In 
order to be accurate, the Organization Map needs to be updated to 
reflect the current climate of the organization. The seven steps are: 


1. Map the organization. 

2. Identify formal roles in the buying process. 

3. Identify adaptability to change. 

4. Indicate coverage. 

5. Indicate the status towards the sale. 

6. Identify the political structure and the inner circle. 

7. Identify lines of influence. 


These steps are simplified when the Organization Map tool is used. 
The tool is available on Sales Compass. 



1. Map the 

organization. 

Begin by 
developing a 
standard orga¬ 
nizational 
chart. This is 
simply the for¬ 
mal version of 
the organiza¬ 
tion and report¬ 
ing structure. 


2. Identify formal roles in the buying process. 

Next, in the first box below the title and position, identify the personal 
characteristics of each of the key players in the formal buying process. 
Each individual in the formal buying process has a specific role, and 
these roles tend to be in one or more of four categories: Approver, 
Decision Maker, Evaluator, or User. 
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Approver: An approver is a high-rank¬ 
ing person who retains the right to review, 
approve, or veto lower-level decisions. 

Decisions by subordinates with credibility 
or a proven track record are routinely 
approved. Less experienced or unproven 
decision makers often have to run a more difficult course of formal 
and informal approvals. In a large organization, there might be mul¬ 
tiple levels of approvers with dollar thresholds set to delineate their 
approval responsibilities. 


□ Approver 
3 Decision Maker 
9 Evaluator 
3 User 


Decision Maker: The decision maker is the person officially 
charged with the responsibility and accountability related to the for¬ 
mal buying decision. After analyzing the evaluation results and lis¬ 
tening to recommendations, the decision maker will make a 
commitment for the customer organization. 


Evaluator: Responsible for analyzing your product, service, or 
proposal, comparing it to predefined criteria, and for making a rec¬ 
ommendation to management. Often management will form a com¬ 
mittee to conduct the evaluation. There can be product, purchasing, 
and legal evaluations. 


User: A user is someone who will directly use your service. A 
user commonly plays other roles in the buying process as well. 


Ai 


3. Identify adap t¬ 

ability to change. 

Knowing their 
formal role in the 
buying process is 
helpful, but it is 
also important to 
gauge the per¬ 
son’s adaptability 
to change. In the 

second box, you will want to indicate if the individual is an Innovator, 
Visionary, Pragmatist, Conservative, or Laggard. 


s V isiortaries Pragmatists 
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4. Indicate coverage. 

Coverage lets your team members know 
whom you have called on and how fre¬ 
quently. Fill in the last box to indicate 
how frequently you have called on the 
customer. 


H No Contact 
H Brief Contact 
W Multiple Contacts 
In-Depth 


5. Indicate the status towards the sale. 

The third box is used to indicate the individuals status towards the sale. 
Do they support it? The five options are: 


Sponsor: ( ★ ) A sponsor is the most supportive key player you can 
have. This is a person who believes his or her success is directly linked 
to your success on the project. This person will work actively and ener¬ 
getically on your behalf. 


Supporter: ( + ) A supporter wants you to win and will help you with 
information. But this person will not work actively on your behalf, and 
this person does not see a mutual benefit in your winning. 


□ Sponsor 

□ Supporter 
B Neutral 

B Non-Supporter 
H Hostile 


Neutral: ( = ) A neutral key player simply has 
no preference in the opportunity. Your job is to 
convert that person to a supporter. 

Non-supporter: ( - ) A non supporter is some¬ 
one who prefers another vendor, but is not 
working actively against you. Don't ignore such 
people. It is often possible to convert a non sup¬ 
porter to neutral or even to a supporter. 


Hostile: ( X ) A hostile key player is someone who specifically wants 
you to lose and will work actively against you. Although it is often not 
worth the effort to try to convert a hostile player, you should stay close 
enough to have an idea what the person is doing with regard to the 
opportunity. 
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6. Identify the political structure and the inner circle. 

It is also important to map what goes on between individuals, specifi¬ 
cally the informal aspects of influence. Influence is the most complex 
factor you will capture with the Organization Map. 


Inner Circle 


The Organization Map provides a means for identifying two groups 
of powerful people. One group is called the political structure. 

These are the key players in an organization who are not only aware 
of organizational politics but who are also politically agile enough 
to anticipate events, dodge conflict, and respond quickly. They are 
the people who make things happen. 

Within the political structure, is an even more influential set of play¬ 
ers called the inner circle. This group consists of people who can use 
their rank and influence to build and wield power. They understand 
how to create opportunities-they control what happens. 

7. Identify lines 

of influence. 

Think of influ¬ 
ence as informal 
power. It does 
not come from 
the authority pro¬ 
vided by official 
rank. Rather, it is ( 
derived from 
things like sub¬ 
ject matter exper¬ 
tise, relationships, and reputation. But the most important difference to 
remember for mapping is that influence often flows in nontraditional 
directions-from subordinate to superior and across boundaries. For 
example, a mid-level marketing manager with a strong reputation for 
selling through the Internet might have more influence with the CIO in 
an e-business opportunity than a senior IT executive does. 
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By mapping who influences whom in an organization, you are laying 
out your route to the political structure-and perhaps beyond to the inner 
circle. 


Political 

Structure 
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What Is It? 

The Pain Sheet is a way to organize information about a particular pain 
showing: 

• Possible reasons for the pain 

• Potential organization impacts for the pain 

• Possible capabilities that could alleviate the reasons for the pain, 
thereby addressing the pain itself 

Why Is It Used? 

• Prepares the seller to meet with customers by researching and antici¬ 
pating possible reasons for a particular pain 


62 


• Broadens opportunities by discovering additional individuals who 
might be impacted by a pain 

• Creates buying visions in a customer’s mind that lean towards IBM 

• Creates knowledge that can be reused across Team IBM 


How Is It Used? 

• The Pain Sheet is used during pre-call planning to organize infor¬ 
mation. 

• Pain Sheets can also be created with input from industry or product 
specialists. 

• The completed Pain Sheet can be used with the 9-Block Model by 
providing dialogue catalysts for blocks R 2 ,I 2 and C 2 . 


1 


What inputs are required? 

Industry knowledge, product capability knowledge 


When Is It Used? 

Primarily used in steps 3 and 4. 


Key Points to Remember: 

Capabilities should be stated in business terms, not technology terms. 

Pain Sheets represent possible reasons for pain. Always ask the customer 
before suggesting reasons. 


Related Sales Aids: 

9-Block Model, Business Initiatives, Key Players List, Pain Chain, 
Opportunity Assessment 
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This sales aid works in conjunction with the 9-Block Model. 
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What Is It? 

The 9-BIock Vision Processing Model is a structured questioning model 
comprised of open, control, and confirming questions used to assist sellers 
in leading customers to a buying vision. 

Why Is It Used? 

• Helps diagnose a customer’s reasons for a pain 

• Broadens or quantifies opportunities by identifying other individuals 
who might be impacted by a pain 

• Helps create a customer’s buying vision 
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How Is It Used? 

• For call preparation to plan questions and dialogue points. 

• During customer calls to ensure points are covered and to organize 
information gathered. 

• In joint calls to divide responsibilities; for example, specialists handle 
the control portions of the 9-Block Model (R2,12, C2). 


What Input Is Required? 

• Pain Sheets can provide input into blocks R2,12, and C2. 

• Pain or Critical Business Issue must be admitted by the buyer to use 
the vision-creation version of the 9-Block Model. 


When Is It Used? 

The 9-Block Vision Processing Model is used in steps 3 and 4. 


Key Points to Remember: 

• Sellers might navigate through the 9-Block Model in one or several 
customer calls. 

• Lead customers to “their” buying vision rather than telling them yours. 

Related Sales Aids: 

ISC, Pain Sheet, Preliminary Solution 
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When Is the 9-Block Vision-Creation Model Used versus 
the Vision Reengineering Model? 

If the customer already has a buying vision that might be unfavorable 
to IBM capabilities, sellers might need to reengineer that vision. This 
is commonly experienced when a customer is already in the evalua¬ 
tion stage of an acquisition and calls IBM to check capabilities or 
prices. 
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Understand the customers vision before trying to reengineer their 
vision. In this case, the seller starts with the Cl block to understand 
how customers see themselves, using the capabilities they seek. The 
seller then tries to introduce additional capabilities (C2) to expand the 
buying vision. The Integrated Solution Concept (ISC) can be a good 
source for questions. After the customer agrees to additional capabili¬ 
ties, the seller has earned the right to move to the R1 block to gather 
more information, and to C2 to establish additional value. If the addi¬ 
tional capabilities are built around differentiators, the value is unique. 


9 Block Vision Reengineering Model 
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What Is It? 

The Sponsor Communication is a summary of a conversation between a 
seller and a potential sponsor covering the following points: 

• Description of pain or business initiative 

• Reason for the pain 

• Current buying vision 

• Agreement to explore with IBM 

• Willingness to provide access to power 

• Proof step planned 
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Why Is It Used? 

• Documents a conversation with a potential sponsor 

• Provides evidence of a verifiable outcome for step 3 

• Provides a logical point of follow-up with the customer for the next 
step (advance the sale) 

How Is It Used? 

The seller creates the Sponsor Communication after a customer call or 
series of calls. The seller uses a template to cover the six key points, but 
also personalizes the Sponsor Communication with her or her own style. 

What Input Is Required? 

• Results of the 9-Block Model (vision creation or reengineering) 

• Results of potential sponsor meetings and negotiations for access to 
power 

When Is It Used? 

The Sponsor Communication is primarily used in step 3. 


Key Points to Remember: 

Depending on your customer's preference, use e-mail, a letter, meeting 
notes, and so on. 


Related Sales Aids: 

9-Block Model, Key Player List, Pain Sheet 













How to Know if a Customer Is a Potential 
Power Sponsor? 


Use the following Dialogue Prompter to determine if you are dealing 
with power. 


Let’s say you become convinced that it really is possible to 
(repeat buying vision) and you want to go forward, what do 
you do then? Who is involved?” (Can they buy?) 

NO 

YES 

This person is not the Power Spon¬ 
sor, but can this person help you get 
to the Power Sponsor? 

You might be speaking with the 

Power Sponsor. Use the following 
tips to test. 

If this person is not the Power 
Sponsor: 

Determine if this person can 
help you get to the Power 
Sponsor. Ask, "Does it make 
sense for us to meet the person 
who can make the buy deci¬ 
sion?" 

Gather information to build 
Evaluation Plan: 

“How would you like to evaluate 

IBM and our capabilities?" (Write 
down each request as you repeat it. 

Do not agree or disagree.) 

“If we get to a point where we might 
want to do business, will there be 
a... (legal review, technical review, 
or administrative approval)?” 

“Will you want a proposal from 
me?” (Get buyer’s agreement,) “As 
part of that proposal, would you also 
want a return on investment analy¬ 
sis?” 
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If denied, bargain for access to 
Power: 

• “... I understand that might be 
premature at this point, but let 
me suggest this. I’m not yet 
sure of the best way for us to 
prove these capabilities to you. 

I first want to consult with my 
resources.” 

• “Whichever method we end up 
using, it will take some of my 
company’s resources. I’m will¬ 
ing to make that commitment 
today.” 

• “If through that effort we suc¬ 
ceed in providing to you that 
you will be able to.. .(repeat 
buying vision), at that point, 
will you then introduce me to 
(Power Sponsor)? Is that fair?” 
(Get buyer’s agreement and 
end call.) 

Suggest Pre-proposal review: 

• “When you do ask me to pre¬ 
pare a proposal, I want you to 
know that it will contain no 
new information. It will simply 
document and confirm the busi¬ 
ness arrangements we will 
already have discussed.” (Get 
buyer’s agreement.) 

• “What I would like to suggest 
(if we get that far), is that we 
arrange a meeting a week in 
advance of delivery of the final 
proposal with a rough draft. 

We call this a Pre-proposal 
Review. There are two advan¬ 
tages to this approach. The 
advantage to you and your 
management team is that there 
will be no surprises in the final 
proposal. The advantage to me 
is that I can prepare it correctly 
the first time.” (Get buyer’s 
agreement.) 

Suggest potential sponsor commu¬ 
nications: 

“Thank you for your time. I am 
going to consult with my resources. 

I will then write you a letter or e- 
mail confirming my understanding 
of your situation. In that letter, I will 
propose a specific way for IBM to 
prove these capabilities to you. You 
should receive the letter or e-mail in 
a day or so.” 

Propose Evaluation Plan: 

“Thank you for your time. I am 
going to take this list back with me. 

I will then make an initial attempt to 
put together a plan for you to evalu¬ 
ate IBM. You should receive the 
draft plan in a day or so, and I will 
call you to discuss it.” 
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Step 4 
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SSM Step 4 


CTJOmCCD 


When the customer is: 

Opportunity Owners 

lead these activities: 


We will be successful when 
we achieve this outcome: 

Which can be 
verified by: 



Evaluating Options 


■ Review/influence the customer’s buying/evaluation criteria 

• Document and agree to the Evaluation Plan with Power Sponsor, 
including Conditions of Satisfaction 

■ Evaluate risk to IBM and make engage/disengage decision 

Customer Power Sponsor and Team IBM agreement to 
go forward with a preliminary solution 


■ Documented Preliminary Solution and Value Statement 

■ Agreed-to Evaluation Plan (next steps) or IBM decision to disengage 


a Sell cycle = Qualified 

0 Updated win odds in the opportunity management system to reflect 
forecast decision 

■ Updated Opportunity Plan 

■ Reservation order placed 
0 Indicates Worldwide Standard 


And should be reflected 
internally by: 


SSM Benefits the Customer, IBM, and You 



Sell Cycle = Qualified 








What Is It? 

A document sent to a potential Power Sponsor that summarizes the results 
of a 9-Block Model conversation. Although the communication can take 
many forms (letter, e-mail, meeting minutes, and so on), it should contain 
six major elements: 
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• Restatement of the Power Sponsor pain 

• Summary of the diagnosis or reasons for the pain 

• Summary of the vision created with the Power Sponsor 

• Summary of the organizational impact 

• Agreement to explore the opportunity further with the seller 

• Rough draft of an Evaluation Plan (attached to the letter) 

Why Is It Used? 

• To ensure the customer and the seller are in agreement with the 
results of a meeting 

• To test if the customer is truly Power 

• To demonstrate professional sales etiquette 

• To introduce the evaluation plan 

• To show evidence of a verifiable outcome 

How Is It Used? 

The Power Sponsor Communication is sent as a follow-up to a meeting 
with a potential Power Sponsor. 


What Input Is Required? 

• Results of a 9-Block Model conversation 

• Draft Evaluation Plan 


When Is It Used? 

The Power Sponsor Communication is created and used in step 4. 


Key Points to Remember: 

• Use the customer preferred format; e-mail, formal letter, or so on. 

• Use your personal style to communicate the six key elements. 

• “The faintest of ink is stronger then the best memory,” that is, do not 
rely on verbal communication only. 

Related Sales Aids: 

9-Block Model, Pain Sheet, Evaluation Plan 
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Evaluation Plan 


1 




What Is It? 

A sequence of mutually agreed upon events and timetables that permit the 
Power Sponsor to evaluate the IBM solution and permit Team IBM to fur¬ 
ther influence the buying decision and lead the buyer (customer) through 
the buying decision. 

Why Is It Used? 

• To help Team IBM control the sell cycle and evaluation process to cre¬ 
ate competitive advantage 

• To further test for power 

• To build increasing customer buy-in through a series of “mini closes” 

• To provide opportunities for IBM to demonstrate unique business 
value 

• To plan IBM and customer resource requirements 


• To identify disengagement milestones 

• To demonstrate professional sales behavior 

How Is It Used? 

• Solicit input from the Power Sponsor on how he or she would like 
to evaluate IBM’s solution 

• Create a series of events that include the interests of both the cus¬ 
tomer and IBM 

• Add additional steps that create a positive selling environment and 
competitive advantage for IBM 

• Send the draft to the Power Sponsor for comments and feedback 

• Update the draft, as necessary, to achieve a plan both the Power 
Sponsor and IBM can agree to 

What Input Is Required? 

• Power Sponsor requests 

• IBM Competitive Strategy 

• Standard IBM due process knowledge (Legal, Quality Assurance, 
Contracting, and so on.) 

When Is It Used? 

The Evaluation Plan is created in step 4 and used to guide the execution of 

steps 5 and 6. 


Key Points to Remember: 

• Listen for the customer’s interests when asking for input. You might 
not be able to include all of their requests, but you might be able to sat¬ 
isfy their interests. 

• Ensure the Evaluation Plan is consistent with your Competitive Strat¬ 
egy; i.e. a frontal strategy should have a short time frame. 

• Review the Evaluation Plan Considerations for additional ideas. 

• The Evaluation Plan can augment formal or legal customer processes, 
such as Request for Proposal. 

Related Sales Aids: 

9-Block Model, Power Sponsor Communication, Competitive Strategy 
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What Is a Pre-proposal Review? 

A Pre-proposal Review is a joint meeting at the end of the sales cycle 
to review all elements of the Proposal in draft form. The review offers 
an opportunity to close the sale and minimizes the risk of creating pro¬ 
posals that don’t win. 
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What Should Be Consider in an Evaluation 
Plan? 


Evaluation Plan Considerations 


Does this Evaluation Plan: 

■ Reflect the input gained from the Power Sponsor? 

- Their interests versus specific requests 

■ Provide for joint clarification and expansion of customer needs? 

- Who else might be interviewed? 

■ Allow IBM to prove: 

- Business value / Value Proposition? 

- Technical suitability? 

- Solution fit with business needs? 

• Ensure that Conditions of Satisfaction are addressed? 

■ Address legal and administrative issues? 

■ Reflect actions that will strengthen IBM's competitive position? 

■ Encourage continuing and increasing customer buy-in? 

- Pre-proposal review? 

- Implementation Kick-off date? 

- Projected measurement of post-installation benefits? 

- Placement of key GO/NO-GO steps for mutual decision to proceed? 

- Key potential billable elements identified? 

• Reflect appropriate timing? 

- Early steps focus on refining and expanding needs? 

- Middle steps focus on proof and further buy-in? 

- Later steps focus on emotional buy-in and minimizing risk? 
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Integrated Solution Concept 



Applications 

Systems & Networks 

Systems Management 



Management of the vehicle 

Consulting & Services 

Skills, Knowledge and Experience 


What Is It? 

The ISC is a simple, four-part framework for gathering, organizing, evalu¬ 
ating, and sharing information about a total IT solution. The four elements 
of the framework are: Applications, Systems & Networks, Systems Man¬ 
agement, and Consulting & Services. 

Why Is It Used? 

• To help customers define, create, evaluate, and install successful IT 
projects 

• To broaden opportunities and leverage Team IBM’s solution portfolio 

• To create or reengineer customer visions favorable to IBM’s capabili¬ 
ties and competitive strengths 
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How Is It Used? 

The ISC can be used in a variety of ways that vary from a “napkin” draw¬ 
ing to more formal worksheets and customer presentations. 

• To organize generic and customer-specific technology preferences 
that can be shared across Team IBM 

• To organize business requirements gathered during a 9-Block 
Model conversation and begin the Bridging process to arrive at a 
Preliminary Solution 

• To identify questions that need to be resolved to arrive at a final 
proposal and organize Team IBM activities via a Solution Blueprint 

• To identify potential differentiators that could be reengineered into 
a customer’s buying vision 

What Input Is Required? 

The input required varies according to how the ISC is used. 

When Is It Used? 

Because the ISC provides a framework to gather, organize, evaluate, 

and share information, it can be adapted for use in all the selling steps. 


Key Points to Remember: 

• Even if the customer is not acquiring all the solution components from 
IBM, the customer still needs to think about the total solution when 
making decisions. 

• Best-of-breed philosophies might not provide the best “total” or “inte¬ 
grated” solutions. 

Related Sales Aids: 

Bridging, Preliminary Solution, Solution Blueprint, Technology 
Preferences, 9-Block Model 
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Use the ISC to Organize Information 



Developing a Preliminary Solution 
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Benefits of Bridging for Customers 


Customers can benefit from bridging with the Integrated Solution Con¬ 
cept in these ways: 

• Customer confidence in solutions proposed by Team IBM 
increases when the customer understands the logic behind the 
IBM solution offering. 

• Bridging helps the customer to sell the project internally and to 
show alignment with the company's Business Initiatives. If done 
early in the selling cycle, the bridging process saves the customer 
time in the search for a complete IT solution. 
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Preliminary Solution 



What Is It? 

An interim IBM recommendation, including all four parts of the ISC, 
which provides the customer with rough estimates of costs, financial 
returns, and time lines. 

Why Is It Used? 

• To ensure the opportunity is still valid and fits within the customer 
expectations 

• To avoid surprising the customer in later steps 

• To avoid wasting IBM resources on the wrong opportunities 

• To test customer receptivity to IBM solution components before 
locking in to a final recommendation 


How Is It Used? 

• To present the Sponsor and Power Sponsor events in the Evaluation 
Plan 

• To conclude the IBM Bridging exercise and provide preliminary 
recommendations along with the Refined Value Statement 


What Input Is Required? 

• Bridging analysis and output 

• Results of impact questions from 9-Block Model calls to calculate 
the value to the customer 


When Is It Used? 

The Preliminary Solution is developed during step 4 and finalized dur¬ 
ing step 5 to arrive at a final recommendation and proposal. 


Key Points to Remember: 

• Show the bridging logic before disclosing the Preliminary Solution. 
Bridging explains how you arrived at the solution. You might have 
gotten there easily, but you must bring the customer with you. 

• How you present the values from the Preliminary Solution might 
depend on your relationship with the Power Sponsor. These are rough 
numbers for rough planning purposes, not legally binding contracts or 
promises. 

Related Sales Aids: 

ISC (Bridging), Evaluation Plan, 9-Block Model, Refined Value Statement 
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What Is It? 

Conditions of Satisfaction are the success criteria for an opportunity-from 
the customer point of view-that have been agreed to by the customer in 
advance. You can leam more about it and download the tool at: 

http://w3-3.ibm.com/sales/compass/sigsel/sigsel00/content.html 
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SSM Step 5 


□□COMOO 


When the customer is 


Selecting the Solution Option 


I Refine solution and create a value proposition with the customer 
I Build a Solution Blueprint and recommend implementation plan 

■ Validate competitive strategy and adjust tactics as appropriate 

■ Assess mutual interests in moving forward 
I Get Contracts & Negotiations approval fo 


■ Mutually agreed to proposal and price 

■ Agreement to IBM solution, value proposition, a 

■ Identified criteria for contract signing 

■ Customer's agreement to track benefits and dis 


nt system to reflect 


■ Updated Opportunity PI 


SSM Benefits the Customer, IBM, and You 


Customers see 
Team IBM: 


► Aligning with them 


Planning before 
executing 


► Delivering business 


Selling total 
solutions 


Step 5: 

► Solution, Value 
Proposition, and time- 
frame agreed to by 
customer * 

► Opportunity Plan and 
Evaluation Plan updated 

► Value Proposition 
agreed to by 
customer* 


Solution Blueprint 
created with 
customer* 



Which results in 
you and Team IBM 
seeing: 

► Speed in the sales cycle by 
spending time with the right 
customer on the right issues 


Speed to engage / 
disengage with the right 
resources 

Higher quality and more 
volume in the pipeline 


Higher win rate due to 
added differentiation and 
broader value proposition 


‘Evidence of Verifiable Outcomes 












Solution Blueprint 


I 



Applications 

Systems & Networks 



:ISSis sys,ems 


:SS»ons 

• Usability of existing infrastructure 



• System testing ° 


Consulting & Services 




• Who needs to been theteam? • How wBUhe proved be managed? 



What Is It? 

A series of questions and dialogue catalysts, organized by the ISC, that 
allow the customer and Team IBM to jointly create plans for developing a 
final proposed solution. The Solution Blueprint can be used for less com¬ 
plex solutions that do not warrant a consulting engagement. 

Why Is It Used? 

• To increase the odds of successfully implementing an IT solution by 
ensuring all four parts of the ISC are considered 

• To efficiently organize customer and Team IBM activities required to 
finalize the solution elements 

• To avoid wasting customer or Team IBM resources on unnecessary 
activities 
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How Is It Used? 

For opportunities that do not need a consulting engagement, Team IBM 
specialists and appropriate customer personnel review the Solution Blue¬ 
print dialogue catalysts and develop additional questions that need to be 
answered before a final proposal can be submitted. Action plans for 
Team IBM and customer personnel are created to answer the questions. 


What Input Is Required? 

• Evaluation Plan 

• Preliminary Solution 

• Appropriate subject matter expertise 


When Is It Used? 

The Solution Blueprint is developed and used in step 5. 


Key Points to Remember: 

• The Solution Blueprint provides a starting point to develop questions 
or identify issues. 

• Use Team IBM consulting resources for more complex opportunities. 

Related Sales Aids: 

Evaluation Plan, ISC, Preliminary Solution 
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When Is Contracting Help Needed? 


When developing the Solution Blueprint, consideration should be 
given to contracts. The following diagram helps identify when the 
IBM Contracts and Negotiations organization should become 
involved with the opportunity. 
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Value Proposition 


( Current State 

Restatement of Pains, Business Initiative, Compelling Reason to Act 

■ Desired State 

| Restatement of the Vision of the Power Sponsor in business terms 

2 Business Solution 

In business terms, how the proposed solution will help attain the 
desired state 

Investment Case/Financing 

Measure of the value to be derived (Value = Total Benefits -Total 
Costs) and an examination of financing alternatives 

Action 

Recommended actions for the Power Sponsor and steps to begin 
implementation 


What Is It? 

A document that summarizes the reasons a customer should agree to the 
proposed solution and the necessary actions to make it operational. 

Why Is It Used? 

• To arm the Power Sponsor with a compelling justification for taking 
action and buying the proposed solution 

• To propose IBM financing alternatives 
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How Is It Used? 

• Structure for a pre-proposal review 

• Executive summary for proposals 


What Input Is Required? 

• Refined Value Statement 

• Results of SAM/TIM conversations and the 9-Block Model organi- I 
zational impact analysis 

• Customer financing preferences and criteria 

• Results of Solution Blueprint activities 


When Is It Used? 

The Value Proposition is developed in step 5 and can be referenced in 
steps 6 and 7. 


I 


Key Points to Remember: 

• Use the customer’s financial preferences, criteria, and standard format¬ 
ting, when possible, to present the financial information. 

• All of the quantified benefits should be provided by the responsible 
customer personnel. 

Related Sales Aids: 

SAM, TIM, Pain Sheet, Evaluation Plan, Solution Blueprint, 9-Block 
Model, ISC 
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What Is in a Value Proposition? 

One challenge is determining what should be placed in a Value Propo¬ 
sition. A sample Value Proposition has been included to help describe 
some of the elements you might want to include. 

Sample Value Proposition 

Current State 

Homebody Electronics is facing increasing pressures from competi¬ 
tion and from rapidly changing customer behavior and loyalty pat¬ 
terns. 

The combined effect of these issues has resulted in a loss of market 
share, and indications are that with no action, the loss will continue. 
The loss of market share has caused revenue production to decrease, 
with a corresponding negative loss in profit. 

Desired State 

The Vice President of Sales and Marketing, Sarah Updown, was asked 
to address the initiative of increasing customer loyalty and market 
share and to develop plans to improve this very important aspect of 
Homebody business. 

The original premise established by Sarah was that a lack of customer 
loyalty was the reason that market share was eroding; however, after 
several meetings and analysis sessions, these additional reasons were 
discovered to be negatively affecting the Homebody market share 
position: 

• Inability to fully understand customer buying patterns 

• Decreasing levels of customer service in the repair centers and 

• Increasing time to develop and deliver new products to market 

Business Solution 

To address the issue of decreasing service levels, the customer service 
department will be able to monitor all spare part usage, and, using col¬ 
laboration with manufacturing, maintain cost-effective levels of 
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inventory on-hand to maintain key mean-time-to-repair levels. In addi¬ 
tion, customers will constantly be kept up-to-date on service requests. 

These sets of capabilities will be delivered using the Internet both with 
customers and within Homebody for collaboration. 

To address the issue of slow time to market, design engineers in manu¬ 
facturing will be able to collaborate with each other from all geographic 
locations, thereby reducing the lead times in development. In addition, 
they will be able to collaborate with key suppliers to gain insight into 
raw material needs and world-wide supply conditions. The design teams 
will also be able to develop and communicate important new manufac¬ 
turing specifications before product launch dates so that production can 
meet early demand levels. 

This set of capabilities will be delivered using the Internet, both inter¬ 
nally and externally, to speed up design and manufacturing bottlenecks 
currently impairing new product launches. 

In addition to addressing the issue of eroding market share, additional 
operational benefits are possible: 

• By delivering product catalogs electronically, reductions will occur 
in the cost of printing color catalogs four times per year. This also 
reduces the costs of producing and shipping CD-based catalogs. 

• By delivering electronic remedies to service issues, current costs to 
support these activities will be reduced. Current elements of cost 
include fax, telephone, mail, and courier fees. 

• These capabilities will be delivered as a result of customer commu¬ 
nications moving to the Internet. 

Investment Case 

Benefits 

Increased Sales 

Increased customer loyalty helps in the reduction of, and eventual elimi¬ 
nation of, market share erosion and adds additional sales of 1% revenue 
increase per 10% loyalty increase. Estimated loyalty increase 10% per 
annum (VP Sales and Marketing - Sarah Updown). 
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Increased revenue per customer due to up-sell and cross-sell improve¬ 
ments. Estimated up-sell and cross-sell revenue 1% per annum. (VP 
Sales and Marketing - Sarah Updown) 

Increased revenue due to increased customer satisfaction in servicing. 
Revenue increase occurs at .5% per 3% increase in NSI. Estimate 
NSI improvement to be 3%. (VP Customer Service - Steve Panic) 

Increased sales due to reduced time in bringing new products to mar¬ 
ket and full production. Estimated improvement in time-to-market is 
50%, yielding earlier sales. (VP Manufacturing - Jose Makit) 

Decreased Costs 

Cost reduction of paper-based catalog delivery (printing and distribu¬ 
tion on a quarterly basis reduced). Estimated savings to be USD 12 
M. (USD 3 M quarterly) (VP Sales and Marketing - Sarah Updown) 
Reduction in servicing costs (fax, telephone, mail, etc.). Estimated 
savings to be USD 100,000 annually or USD 25,000 per quarter (VP 
Customer Service - Steve Panic). 

Investment Required 

Hardware USD 600,000 

• Six Netfmity servers 

• System upgrades 

• Communications equipment upgrades 

Software USD 800,000 

• MQ Series 

• UDB 

• VisualAge JAVA 

• Siebel 

• WebSphere 

• Custom Web interface to transaction processing system 

• Tivoli Distributed Monitoring 

• Tivoli Manager (Domino and MQ series) 

• Tivoli Storage Manager 

• Netview 
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Services USD 2,000,000 

• CVM Strategy Consultation 

• CRM Transformation Study 

• Application development and host integration services 

• User training 

• Web hosting service 

• Financial consulting for acquisition alternatives 

Investment Case 
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Financing Alternatives 



Action 

Project Initiation 

Based upon the financial analysis performed by Homebody and the 
IBM Team, the potential lost opportunity to Homebody over a two- 
year period is USD 7,038,000 per year in profitability or USD 
585,000 per month. This profit figure equates to an equivalent annual 
revenue effect of USD 70,380,000 or approximately a 2.7% increase 
in overall revenue. 

The joint efforts performed through the Evaluation Plan, call for the 
project to begin implementation on June 6. By beginning this imple¬ 
mentation, Homebody can begin to capture this lost revenue and cost- 
reduction opportunity. 
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Team IBM recommends that the project be kicked off on June 6 by Yoshi 
Goto and that Homebody assign a full-time project manager. 


If Homebody is ready to proceed on June 6, IBM is prepared to assign a 
Senior Project Manager to the project and to assign a Senior Business 
Transformation Specialist to begin the CRM Transformation process. 

The remaining step is for Homebody to give authorization. Contracts 
are prepared and ready for signature. 
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What Is Measure Benefits? 


Measure Benefits is a process for going back and measuring how well 
the Value Proposition was achieved. This step is done in step 7. If 
you take the time to go back, measure the final results of the project, 
and evaluate whether expectations in the Value Proposition were met, 
it can help develop credibility and generate more business leads. 


108 



Step 6 
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SSM Step 6 




When the customer is 


re achieve this outcome: 


Resolving Concerns & Deciding 


Customer & Team IBM sign a win/win contract 


■ Signed contract, statement of work 

■ Implementation team announced and project schedule 


ortunity management system to reflect 


ze date established 


SSM Benefits the Customer, IBM, and You 


Customers see 
Team IBM: 


► Planning before 
executing 

► Delivering business 


Selling total 
solutions 


Step 6: 

► Win/win contract or 
statement of work 
signed* 

► Implementation plan in 

► Value Proposition 
accepted by 
customer 

► Solution accepted by 
customer 



Which results in 
you and Team IBM 

► Speed in the sales cycle by 
spending time with the right 
customer on the right issues 


► Speed to engage / 
disengage with the right 
resources 

► Higher quality and more 
volume in the pipeline 


Higher win rate due to 
added differentiation and 
broader value proposition 
•Evidence of Verifiable Outcomes 
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Positions versus Interests 


Positions are cxndusions or assumptions 
about how int 


Get a boms for not spending more than current budget 


"We want Larry on the project" 


Feel corrforlabte they are not overpaying 

Be able to boast to others 

Don't have time to do any other research 

Have someone on site to talk about relevant topics 

Don't waste time orienting new people 

V\fork with people who can be manipufoted 

Have a trustworthy person on the project 

Enroll in the conference 

Have a sample document to compare print quality/cost 
Gather information on related topics 


"I need you to give me a copy of my 


Prepare for a company merger 
Understand legal aspects of cancellation 
Be audit ready 


What Is It? 

A model for identifying the customer’s positions (conclusions or assump¬ 
tions) and the possible underlying interests they want to satisfy. Customer 
negotiations focused on positions versus interests are more likely to result 
in win-win outcomes. 

Why Is It Used? 

• To prepare for negotiations 

• To help generate possible options that both the customer and Team 
IBM can agree to 

• To achieve better negotiation outcomes 

• To broaden opportunities or reengineer visions by better understanding 
true customer needs 
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How Is It Used? 

• For negotiation preparation, clarify Team IBM interests and estimate 
the customer's 

• During negotiations, question to understand the customer's interests 
when positions are opposed 

• During vision reengineering, to help the customer consider other 
approaches 

What Input Is Required? 

• Customer conversation 


When Is It Used? 

Remembering to understand interests can be helpful in all SSM steps. It 
is very important in negotiating a contract in step 6. 


Key Points to Remember: 

• This model can also be useful for helping Team IBM during cross¬ 
matrix negotiations. 

• Listening for interests is a skill that requires practice. 

Related Sales Aids: 

Negotiation Template, 9-Block Model 
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Negot 


Negotiation Template 


Relative Rank 

Issue B 


Relative Rar 

Issue C 


Your/IBM Interests 


Possible Customer Interests Relevant Standards 


Relative Rank 


Relative Rank 


What Is It? 

Template to help Team IBM prepare for negotiations 
Why Is It Used? 

• To aid the contract negotiation process 

• To help achieve successful negotiated outcomes by doing thorough 
preparation 

• To ensure all of Team IBM is in agreement with the issues and IBM 
priorities 

• To demonstrate a professional sales approach to contract negotiations 
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How Is It Used? 

• Seller (possibly with the help of IBM Contracts and Negotiations) 
identifies Team IBM and the Customer's Interests relative to each 
issue to be negotiated. 

• Relevant Standards, which will be persuasive to the customer, are 
considered. 

• Possible Options, which could be offered to the customer, are 
developed. 

• Additional Options are created by looking at trade-offs between 
issues based on the relative importance to Team IBM and the cus¬ 
tomer. 

• Alternatives (unilateral ways to satisfy Interests) are considered, 
and the BATNA (Best Alternative to a Negotiated Agreement) 
selected. 


What Input Is Required? 

• Value Proposition 

• Information from completed Evaluation Plan activities 

• 9-Block Model conversations 

• Past customer negotiation practices 


When Is It Used? 

During step 6 to prepare for contract negotiations. 


Key Points to Remember: 

Even if sellers do not have negotiation authority, they can help the rest of 
Team IBM in the negotiation process by understanding the customer inter¬ 
ests and priorities. 

Related Sales Aids: 

Negotiation Template, 9-Block Model 
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Negot 


Negotiation Preparation 


■ Identify issues that require the assistance of Contracts and 
Negotiations. 


■ Plan long term. 

■ Identify areas of common ground and value. 


■ Develop a range of acceptable objectives based on relevant 
standards. 


■ Understand and improve your Best Alternative To a Negotiated 
Agreement (BATNA). 


■ Be flexible; understand the interests behind the issues to be 
negotiated. 


Negotiation Template - Continued 


Customer Priorities 

4 






Possible options to offer: 

3 





2 





1 






1 

2 

3 

4 


IBM Priorities 


Your BAT! 

JA: 

Customer BATNA: 



Ways to strengthen: 
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Step 7 
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SSM Step 7 


oaoaoo* 


When the customer is: 

Opportunity Owners 
/ Relationship Reps 

lead these activities: 


We will be successful 
when we achieve this 

outcome: 


Implementing the Solution and Evaluating Success 


rk with customer to track solution benefits 


expectations 

■ Checkpoint with customer to e 
are met or exceeded 


re that the Conditions of Satisfi 


!W opportunity created or identified 


to reference database 
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SSM Benefits the Customer, IBM, and You 


Customers see 
Team IBM: 


► Aligning with them 


Planning before 
executing 


Delivering business 


Selling total 
solutions 


Step 7: 

► Measure customer 
satisfaction* 


► Establish project 
reviews 


- Measure benefits 
and deliver value* 


► Create reference* 


Which results in 
you and Team IBM 
seeing: 

► Speed in the sales cycle by 
spending time with the right 
customer on the right issues 

► Speed to engage / 
disengage with the right 
resources 


Higher quality and more 
volume in the pipeline 


Higher win rate due to 
added differentiation and 
broader value proposition 


•Evidence of Verifiable Outcomes 
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Create New Opportunities 


■ Leverage what you know about the customer's business and IT 
environment. 

■Grow relationships with key players in the customer organization. 

■ Use common method, language, and sales aids to bring new IBM 
colleagues into the account. 

■ Initiate thought leadership conversations based on customer 
knowledge gained throughout the sell cycle. 

■ Build customer reference stories for other IBM opportunities. 




IBM Signature Selling Method Step 
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Over time, the value of the opportunity has shifted from a vision of the sell¬ 
ers to something to be measured by the customer. 


Meeting the Customer’s Value Expectation 
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References for SSM 

General 

• SSM Sales Aids - via COMPASS Web site 

http://w3-3.ibm.com/sales/compass 

• High Performance Selling (HPS) 

http://w3.ibm.com/sales/highperformanceselling 

• SSM Sales Aids to Sell Software Solutions 

http:/w3.software.ibm.com/ssr (IBM internal) 
http://partnerinfo.software.ibm.com (Business Partners) 

More Learning Opportunities 

• SSM Fundamentals - a web lecture 

http://lt.lahulpe.ibm.com/online/lta6747e/ (IBM Intranet) 

CD-ROM: SV31-6724 

• SSM Sales Aids - an online tutorial 

http://w3.ibm.com/sales/compass (IBM Intranet) 

Note : This course is distributed on CD-ROM to Business Part¬ 
ners enrolled in the SSM Selling Workshop. 

• SSM Sales Scenarios - online simulated sales calls 

http://w3.ibm.com/sales/compass (IBM Intranet) 

CD-ROM: SV31-6789 

• SSM Account Planning Workshop - Global Campus course 
code SSMAP 

• SSM Opportunity Planning Workshop - Global Campus 
code SSMOP 

• SSM e-business Opportunity Mining 

http://w3.ncs.ibm.com/knowledgebase.nsf 

• IBM Negotiator 

http://w3.ibm.com/sales/compass (IBM Intranet) 

• Conflict Management 

http://w3.ibm.com/sales/compass (IBM Intranet) 
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OM Notes Enhancements 

• Sales aids are accessible within OM Notes at the appropriate sell 
cycle section. 

• OM Notes allows collaboration by attaching rich text documents 
(including sales aids) to opportunities for sharing among teammates 

• New field added-sell cycle at detail record level (also added to 
MSM). 

• Use only when one component is at different sell cycle than others. 

• Supports enhanced pipeline management. 

Other References 

• Justify 

Justify is a financial analysis tool to analyze investment and acquisi¬ 
tion alternatives for hardware, software, and services. Justify for 
Windows is available to IBMers from the IBM Standard Software 
Installer (ISSI). 

• Opportunity Plan 

Sales COMPASS contains an electronic version of the Opportunity 
Plan. This sales aid ties together several other sales aids to help 
organize information about an opportunity. 

w3-3.ibm.com/sales/compass/sigsel/sigsel00/content.html 
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jing Sale 


Managing Sales 

This final section has been included to help you identify where an 
opportunity is in the sales cycle and to help you come up with strate¬ 
gies to move the opportunity forward. 

• Managing Sales using SSM 

• Pipeline Analysis 

• Closing the Gap 

• Key Opportunity Analysis and Review 

• Getting Started 


SSM Supports Pipeline Management 
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What Is It? 

• Track completed activities for any opportunity. 

• Provide a reference point: “Where am I in this opportunity?” 

• Summarize the opportunity status for Team IBM management. 

• Identify problem areas: “Why am I spending so long in step 3?” 

• Suggest sales aids that can be used to move opportunities forward. 

Why Is It Used? 

To track opportunities currently in process. 
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How Can an Opportunity Be Moved Forward? 


The following table indicates some common strategies to move opportu¬ 
nities forward. 


Moving Opportunities Forward: Questions to Ask 
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Becoming Customer Centric and the BCC 
Maturity Model 


A workshop has been developed to help Team 
IBM with customers who want to focus on 
their customers. This workshop is conducted 
on the client site and runs one to one and a half 
days. A free version of the workshop is avail¬ 
able at ABI. You can learn more about the 
offering at: 

http://www.ibm.com/ibm/palisades/abi/ 




Contacts 

Global: Ken Lindsay 219-273-3743 
and Jim Small 219-273-3763 

Canada: Ted Morris 905-316-1933 EMEA: David Reid (UK)+44 1707 363373 

US: Bob Brown JAPAN: Yoshiaki Hanabusa 

LA: Silvina Peuvrel (Argentina) AP: Dorothy Beagley (Singapore) 
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If you would like to learn more about the Signature Selling Method or 
obtain sales aids templates or examples please reference: 

w3-3.ibm.com/sales/compass/learning/sigselOO/content 






